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Drawing upon the experiences of a participant iii the 
Visiting Professor Program sponsored by the Advertising Education 
Foundation of the American Advertising Federation and the American 
Academy of Advertising, this paper discusses the advantages such 
progrars can have for both the host company and the participant. The 
first section of the paper describes the Visiting Professor Program, 
a summer program that placed professors in advertising agencies for 8 
weeks, and the experiences of one of the participants during a summer 
with the Ogilvy and Mather agency. Thj^ second section examines how 
the program has benefitted both host ahd participant, while the third 
presents impressions of the experiences. THe. fourth section offers 
teaching ide^^s for the advertising course drawn from the program, and 
the fifth presehts ideas for improving the advertising curriculum. 
The sikth section discusses the roles of the visiting professor, 
specifically those of diplomat, representative, and network builder. 
The concluding section offers suggestions for develQping and 
promoting the internship concept. (FL) 
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INTRODUCTION 

V « ' — ^* 

Mu^h dittcuaaion in advartising aducation concarna tha quality 
and quantity of contact batwaan acadaoilrc and^profaasional worlds. 
.Most of our af forts antail bringing profas«ionaIs into tha class- 

I 

room to Bp^Ak* or tvAchf «nd sending students into the profsssion«l 
«ren« «s interns. An^^l^ernst^ive is-to^-mind-the prof essor- ^ii^^o^ . 
tha workplaca as intarn^ thus aMp<i|nding tha mnprnrimncm of *tha 
fducator Nhb is aagar and abia to pass it on t« a maximum numbar" / 
of** studants.. This a^pproach is aspacially banaficial to youngar 
profassors or thosa Mith lass pt^ofassional madia axparianca. 

Tha advartising industry has an organizad intarnship program 
of just ^his* nature. This paper describes the proflrAm from the 
writer* s persdn«l enperience «s p«rt icip«nta Zt shares ideas'' 
for taaching and for curriculum, dasign, and sugi)asts davalopmant 
of tha intarnship concapt^ to sarva^thar communications araas. 

THE VISITING PROFESSOR PROQRftM 

Tha Visiting Profassor Prpgram is sponsorad'by 'tha Advar- 

'tising Education Foundation ^of' tha Amarican Advertising Ftfdara- 

» 

tion and tha Anjarican Acadamy 'of Advartising^ It placas profas- 
sors in advartising agancias or corporate advartising divisionSf 
in* dapartmants of tyiair choicai for aight waaks in tha summar. 
Most of tha assignmants ara' to top agancias in Nsm York City. An 

. ' ■ \ ■ 

apartmant a;)d living axpansas ara providad by tha agancy. 
Barton A. Cummings of Compton? Advartising, Inc. ^organizad tha 
program in i960 and is its primmry coordinator. Savant y-thrae 
profassors hava part icipatad« from thraa in 1981 to 'S3 in 1984. 



My aKparianca in profassional advartiWino was narrowsr than 
that of soi||i» applicantjB, but my familiarity with public communica 
l^icns in flr>n>t*Al wa«. probably broad,0r. Ovvr th« past IS yaars I 
hava fiorkad /as an advertising and public r>l«tions design consul- 
l^ant, • n#wsp«p»r d«p«rtnmnt vditor, «nd « fr«e**l«nce uritsr and* 
photogi^Aphvra I h«y9 taught graphic arts, Ni^iting and principles 

coursem for five years. ^ . 

.. ' ' » 

I Mas assigned to Ogilvy ft Math«r,_Inc,_4_^nit,pJLjbh!»^^^ 
four largest agencies, in summer l^d3. 1 nas the first of Oil^M^s 

Visiting Profei^sors to request the creative are*. The agency* s 

• • • ^ 

•Nscutiv.s vics-prssidsnt crsat ivs, ' Npi^man Barry, placad ms for my 

♦ 

first three Neeks in accdunt management so that I could sample 
the business end of advertising, before mdvinO me to creative. 

ths managamsnt account was -Publ ishsrs Clearing Houss, just 
bafora its anormous Juna flight of TV commarcials promoting its/ 
swaapstakas. It was' a vary busy pariod during which X attandad 
location. shoots, studio aditing sassions and pliant prasanta- ' 
tions. .Ona.of my dutias was to do natwork rotation schadulas, 
assigning as many as four of a dozen availabl*. commercials to 
each daytime soap opera. 

On tha craativa sida, I spant days' to waaks sitting with 

creative teams on each of several adcounts« including Maxwell 

% 

Housa Coff aa and savaral Lavar Brothars products. X was involvad 
ifi concaptual brain-storming, stratagy planning, production 
sassions and prasantat ions of talavision. a*nd print ads. On ona 
naiji product account, I .studiad laboratory and markating rasaarch 
raports, mada soma skatchas, and cama 4p with 'a visual concapt 
that rasultad in a story board. 

4 • ' ' 



Hy axparianca in professional advartiWing was narrows^ than 
that of soijis applicantjBf but my fa^mi 1 iarlty Mith public communica 
iicns in ^mnmrml was. probably broad^sr. ' Ovsr ths past IS ysars I 

' * * , 

havs fforksd as an advertising and public relations design consul- 

t 4 

l^antf « mrNsp«p»r dttp«rtnmnt sditorf «nd m frM**l«nc» Nrit«r and- 
photogv*apher. X haye taught graphic arts, M»~iting and principles 
courses for five years. • . 

X was assigned to Ogi Ivy A Mather, Inc.,, _one_PJMIh»v-Worl_d!_s_ 

* * ' ' . • • ; . ' / 

fpur largest agencies, in summer l^d3. ' t was the first of O^M*s 

Visit ing Profvi^sors to request th« crvativs «r«*e Thm «g«yicy*s 

• * 

sMecutive vice-president creat i ve, ' NQrman Berry, placed me for my 

first three weeks in accdunt management so that I could sample 
the business mnd of «dv«rtisinOf b«for« mdvinO m» to cr««tiv«a 

the management account was Publ ishers Clearing House, just 
before its enormous June flight of TV commercials promoting its.' 
sweepstakes. It was' a very busy period during which X attended 
location. shoots, studio editing sessions and client presenta- 
tions. ,One of my duties was- to do network rotation schedules, 
assigning as many as four of a dozen available, commercials to 
each daytime soap opera. 

X * • 

On the creative side, X spent days to weeks sitting with 

< » ' > ' . 

creative teams on each of several adcounts, 4ncluding Maxwell 

House Coffee and several Lever Brothers products. I was involved 

ir> conceptual brain-storming, strategy planning, production 

sessions and presentations of television. and^ print ads. On one 

rmnf product account, I .studied laboratory and marketing researcl^' 

reports, made some sketches, and came 4p with 'a visual concept 

that resulted in a storyboard. 

4 



^ Disorientation is natural' to any ntf^M- ^o^ition, but m^na was 

compoundsdi by having two officss in sight wssks, and having mail, 
tslsphons calls and svsn SKpsnss rttimburssmsnts dslaysd or lost 
in an snormous agsncy. My. itinerary as Visiting Profsssor had 

t 

bmmr% outlined in « four~p«(}» ^l«tt»rf but my dutiM^ if anyt Mi^rm 

• * 

nsbulous. Ones sngagsd ths hslp of a coupls of good sscrs- 
tariss, I Mas abls to taks chargs of my schsdult^ Ths , more asssr 
tivs I got, ths mors I Isarnsd. 

I asksd m lot of qusstions in a lot of placss. Mhsn I left 
Ogilvy f Hathsr, I had talksd to mors than 60 psopls in all^ 

• y 

positions, from Ksn Roman, the prssidsnt, to ths front-door 
sscurity guards. I ^as imprsssed by the compleMity' of daily 
operations, ths many people involved in making decisions, the 

■ 

large proportion of iiiomen in management positions and ths number 

of employees who teach, both inside and outsids the agsncy. 

I discovsrsd one very sensitivs arsai propristary informa- 

tion. Nervousnsss about confidential matters appears to grow in 

dirsct proportion to ths sixs ard newness of an account — and in 

an ageney of Ogilvy*s kizs, . the stakss run in ths millions of 

f 

dollars. Occasionally I was frustrate whsn diffsrsnt psople gave 
me conflicting directions on what information was conf idsntial. 
TEftCHINQ IDEAS FOR CREi^TIVE COURSES 
Ths idsas were everywhere, many of them in the OAM*s oi«n ^ 
training programs and litsrature. David Ogilvy*s and Ken Roman's 
books ars of course very popul|ar in classrooms. Hpwever, I was , 
surprissd at ths conscientiousness with which employees quotsd 
and applied Ogilvy*s philbsophiss This tsndsncy, plus my obser- > 
vat ions of c^rsktivs people at work, both confirmed and clarified 



thm iMist of crvativs teach ing techniques. ^ , 

^ / 

Creativity in advertising is, first, a team effort, from 
strategy thi^ougK production. We .too often ask students to work 
individually, following a traditional pattern of lecture-assign- 
collect -grade-ret urn. In advert^ising, this can be both unrealistic 
and unst imulating. It is allio easien to make up assignments than 
to SMk out rmml clientSf when rmml cmmmm inspire m much higfjer ' 
drngrmm of motivAtion «nd part icip«t ion, mm well mm enhance the 
(deputation of the^ school and its students. Thus i 

• Students should work togethor in copy .writer/art director 
teams, sitting in circles instead o^f rows of chairs. They 
should take turns at playing various roles, and at criticizing 

.each others* work. 

• As individuals and as team members, students should be allowed 

> 

the time and freedom to eMplore and develop their creative 
brain-*stormina skillSf styles and judgment. 

• Because conceptualization is a team effortf copy writers and. 
art directors both must develop ve/*bal and visualization skills. 

^ * 

• The student who learns only to write for television is missing 
a vital dimension. Junior copy writers customarily write for 
print before moving into television^ 

• The creative person should be ab\e to write campaign strategies 
as well as follow them. * X-,— ^ 

• Students must be able to express themselves clearly for every ^ 
occasion, but especially for client presentations, which they 

t 

Should make in front of real clisnts. They should learn to deal 
with sudden changes in strategy, and with rejection of their 
ideas, both by pliers and clients. 

7 t ' 



Th» singl* mott' signif leant raquast •xpr»ss«d by thtt p«opl« 
at Ofiilvy ft M«th»r Mas, •*T«ach th«m how to think." Csi^tainly 

ft < * 

th«t*s thir toughest ch«ll»nge for any^ kind of •ducatiorif mnd it . 
mf^ould bm a function of th» liberal arts curriculum as msII as 

• , i 

thv professional major. But in tarms of sncouraping thsm to think 
llks advertising professionals, the teaching approaches listed 
are, at least, reaMstic. 

1 

This summer I am incorporating these ideas in a graphic arts 
production course in Nhich studsn'ls Hill t««m up to pl«n «nd 
dsmign m rmml Advertising campaign for prsssntation to a client. 

« • i 

Before we start on this project, X will be making practice assign- 
ments based on my agency notes on strategy and campaign develop- ^ 
ment', product testing, storyboards aind client presentations. 
These assignments are designed to be relevant, challenging and* 
fun. Overall, X have reso^fd to sp6onfeed my students less and 
make them dig more for their creative concepts. 

• ^k>tes are one reward of thl^ internship, finother is teaching 
matjutialsi SKamplss of good copy writing, design and typography* 
I requested and got dozens of print ads, an agency reel, a ty^e 
font negative from a phot ocomposi tor « a set of color progs^ and 
some sketches. X took my 35mm camera to location shoots and 

editing studios to shoOt slices for classes^ 

** ■ • ^ ' ' 

ADS^RTISXNO CURRXCULUM XDEA8 . . , 

; -1 — 

INTEGRATE STUDENTS WITH DXFFER^ MAJORSi' Xn order to develop 
an understanding of the complex, dynamic business of advertising^ 

1 * 

students should eMplorp and play mfny roles. For the professor,, 
this means making the entra effort to include art directors in 
copy writing courses, creative students in media cpurses, and so 

8 



forth." 8tu(^»nts fthould trade rol»» in various projvcts,. mgard- 

• • • 

!••« of thsir majors. Although I mas told that pro.spactiv* junior 
•mployMS should apply to specif ic d»partm»nt»y I mmt «n Account 
mvpmrviuor who transferred from medis plsnning, crestf^ve people 
iftfhd moved over from account manaovm^i^tv and copy Nritera Nho 

V 

graduated from art schools. 

TEACH TECHN0L08ICAL IMPLICATIONS! Studant* should Isarn how 
-to uss botK' print and sli^tronic m«dia, including ths nswsst 
technologies. In OftM* s^ research department I observed new adver- 
tising approaches being developed for videotext. At a visual 
communications trade show I attended while in New York City, I 
noted specific trends in phonographic media. In view of potential 

« 

"merging" of communications media as a result of electronic 
technologies, students should eitudy commonalitiiis as Mell as 
differences. 

(PREPARE STUDENTS FOR CAREERSi.One of my goals was to learn 
as much as possible about the requirements and procedures for the 
hfring of junior copy writers and art directors. I did th'is by 
interviewing creative Iniring personnel at Ogilvy 4 Mather and < 
professional head-hunters in New York City. I examined dozens of 

I 

copy writers* and art directors* portfolios. I coi^cluded thati 
• Development of creative books should start in th^ sophomore 

year. Books should be updated and reviewed regularly, preferably 
by professionals, 
e Both copy writers* '^ind art directors* portfolios must contain 
art AND copy. (They should include no more than a dozen samples 
of original ads created out'side class. Because concepts, are 
moWe important than- art; tfds may be comped instead of finished. 



I 

• Hmtft Qr^fixAatmu and prospactivc interns should not approach 
aganciss to rsqusst intsryisws without Virst ftudying ths 
agsnciss* accounts. 

If th^; school cannot arrange for a coursv or a particular 
faculty msmbsr to prspars crsativn students foi? job-hunting, 
perhaps a club can. Newhouse i^ow has an organization whose goals 
are to advise students on developing their portfolios, invite 
professionals to review portfolios, and contact recruiters on 

t ' 

/ V 

behalf of graduating, seniors. I am co~adviser to, The Creative 
Club, which, n^as started last year by a. faculty member who is 
Newhouse* s 1964 participant in the Visiting Professor Program. 

ROLES OF THE PRQFESBORIfH- INTERN 

; , ; » * ■ 

' The Visiting Professo/* is far more than an observer. He or 
she also plays rol#s ofi 

DiPLOMATi Jock Elliott, Ogilvy I Mather's chairman emeritus, 
iji the *ian who, in an interview in Rd Age in 1988, said, "I think 
Ccoiiege advertising education] is a complete waste of time ... 
it*s tragic that people should spend time in college on adver-> 
tising or marketing ... that*s. their last opportunity to broaden 
their 'horizons.^ They've got tfie rest of their l.ives'to study 
their careers, to' study advertising 

I<lhen I interviewed Jock Elliott, he was somewhat more 
positive. He admitted that advert i sing courses can help' students 

4 

break in, but he warned that there aren't many jobs. He empha- 
sized the importance of writing and editing skills.' His M ^ge 
quote was my opportunity to argue that the typical Bachelor** 
program includes three years of lib^jprai arts and one of profes- 
sionjpl courses. Certainly wrXting is emphasi«iid throughout. 

• . \ - ■ ■ 10 ■ . : 



REPRESENTATIVE! Th» prof»»sor is his ov^ hmr own b»st •xampl* 
not only as a psrson, but as a profsssional sducator. X think ms 
all maks assumptions about lifs on ths "othsr sids" of Mhsrsvvr 
Ns arst whsthsr it Bs acatiamic/profsssional, agsncy/cl isnt or 
Mhatwsr. Ont ass«mp«;ion about sducation is that somsons who is 
tsaching a subject liks advsrtising must be nashsd up as a 
professional. 

Ths truth is, thsrs is no "othsr ,sids. " W«* rs rsally sharing 

« 

knowlwdgs, and have bssn all i^ong. That*s ths purposs of ths 
•Kchangss that can rssult from an- internship, s. g. profsssidhals 
visiting classrooms, and educators promoting thsar programs and 
graduates to potential employers. 

liETWORK BUILDER I The internship is an opportunity to build 

contacts in the school's job network. I 'contacted Syracuse Univer 

• • 

sity alumni at Ogilvy ft Mather and attended a Newhouse School 
alumni rereption in Manhattan. I asked agency hiring personnel 
and professional head-hunters where they look for brii^ht youna 
people. One of Ogilvy ft Mather's sources for creative juniors is 
the University of Texas at Austin. Now the NewhoUse School has 
invited Dr. Leonard Ruben of UT to teach in Syracuse during fal 
••nmst^r. Recruiters mrm mornt Milling to vimit n«N mchools, 
if t>nly they are asked. ' . 

DEVELOPING THE INTERNSHIP CONCEPT 
Many of - the Ogilvy people seemed to think, that my experience 
Nould convert nvf %o the ide« of joining «n agency. Obviously it 
did irtotf my occupational ^interests are academic. However, it did 
convert me to the concept of AMP* s Visiting Professor Program. 



1 ura» professors of crsativs couf*s«B to apply. Although .th« 
prooram overall has snlargsd its snrollm^nt by rtsarly 80e*p»r&snt 

'in fiva ysars, fswsr than 10 psrcsnt of its participants h4|vs 

I 

Of cours«« nvithsr th« concept of prof*smQri«l internships 
nor ths prsctics of profess ionsl ''summer employment is , new. Bui 
the ideA of «n oro«nized^ program thst^ processes ^appl i est ions 
snd places educators in top-ranked companies is very attrao^ve. 
It. brings participants up to. date Nith current trends in the 
largi^t markets. It makes contacts for professors that they might 
not b« able to maks for thsmsslvss. Young and l«ss'4sKpsrlsncffd 
prdfsssors sspscially can bsnsfit. An organizsd- intsrnship program 

t ^ ■ 

affords opportunities for faculty msmbsrs to advance the reputa^ 
tions of thsir schools, thsir studsnts and thsmsslvfiV. 

It is with thsss idsas in mind that I suggest that*th« 
Association for Education in Journalism and Mass Communications 
is an ideal vehicle for sponsoring an internship program, not 
only in advertising, but in other -Communications areas. In prac- 
tical ^erms, of course, 'this Nould require m substantial adminis- 
trative commitment. But with cooperating professional organiza- 
,tions and host companies paying all or part, of the (deductible) 
expenses in the interests of education, the curden^on AEJMC 
would be greatly lessened. The purpose of this paper has been to 
demonstrate some of the rewards acbruing to the host company as 
well as to the professor and his or hex; students. 



